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WHAT THE CHAIRMEN SEE FOR THE LOCAL PRACTITIONER
A popular feature at this year’s private companies 
practice section (PCPS) conference in Orlando, Flor­
ida, was a panel discussion on the forces of change at 
work in the CPA profession. The panelists were 
Charles Kaiser, Jr., then chairman of the AICPA 
board of directors, Rholan E. Larson and A. Marvin 
Strait, both former chairmen, and Robert L. Isra­
eloff, chairman of the PCPS executive committee. 
Thomas P. Kelley, AICPA group vice president 
-professional, was the moderator.
Mr. Kelley said that the 1980s have been charac­
terized by significant change. Changes in technol­
ogy, in the society in which we work, and in the 
world as a whole, affect what we do, how we do it, 
and what we must know to do it. Mr. Kelley said that 
CPAs are under increasing pressure to deliver ser­
vices efficiently, to market them in an organized 
manner, and to recruit the best people possible to 
perform these services, all while coping with ever- 
increasing regulation. He asked how this could be 
done.
Mr. Larson said that even when he began practice 
in 1953, firms had to cope with change. One of the 
key decisions at the start of Larson, Allen, Weishair 
& Co. was to hire the best people available, pay 
competitive salaries, and to overstaff moderately. 
Mr. Larson maintains that you cannot build a 
quality firm without quality people, and that it is 
difficult for members of your firm to sell clients on 
additional needed services if they are already up to 
their ears in work. After twenty years of growth, 
they decided continued growth was necessary to 
create opportunities for staff and to expand 
resources to meet clients’ needs.
Mr. Larson said that another key decision at the 
start was to recruit on college campuses. While the 
partners were known at their alma mater, their firm 
was not. So the chairman of the accounting depart­
ment invited them on campus to meet the faculty 
and suggested faculty visits to the firm. Mr. Larson 
says they did that, found it effective, and began 
attracting graduates to the firm.
If bright students want to join a growing firm, 
what can a small firm that wishes to remain small 
do? One suggestion is to cultivate practice niches. 
Mr. Kelley asked if specialization programs are 
useful in that regard.
Mr. Kaiser responded that de facto specialization 
exists but the profession has not yet seen a need for 
accreditation of specialties. He said, however, that 
in the 1990s, accounting firms will have to stand out 
in some specific practice or industry area.
Mr. Strait gave a brief description of Strait, 
Kushinsky & Company’s approach to marketing in 
which everyone in the firm is part of a program 
which is clearly supported by the managing partner. 
He said that the essence of marketing is to differenti­
ate your firm from others. This means giving clients 
tender loving care and attention.
The thrust of the program is to make sure all 
important clients are taken to lunch several times a 
year, that there is new client contact, and that the 
younger staff members are encouraged to develop 
relationships with their peers. The firm puts on sem­
inars for major law firms and banks, and holds 
receptions at a private club so that staff accountants 
can meet some of the younger lawyers. Special 
efforts are also made to meet bankers and loan 
officers in some type of social setting at least once a 
year.
All of the marketing functions administration is 
handled by the marketing administrator who also
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runs the firms thank-you-letter program for refer­
rals. Strait Kushinsky also has a “welcome to the 
firm" brochure and a letter from the managing part­
ner which are sent to new clients, and has a formal 
sales training program to help staff become more 
comfortable. Mr. Strait added that they decided to 
hire a marketing coordinator when there were 
twenty people in the firm.
The panelists all agreed that outside public rela­
tions and marketing consultants can be a tremen­
dous resource for practitioners who wish to increase 
their visibility, be quoted in news stories, and 
become known as the expert who is sought out.
Mr. Kelley asked whether a local firm could afford 
to engage a public relations firm and if a public 
relations firm would be interested in such an 
engagement. Mr. Strait suggested using public rela­
tions and marketing firms to design brochures, for 
some programs, and for unique counseling and con­
sulting on all marketing projects. He said that if you 
are going to have marketing and public relations 
programs, you cannot afford to have anything other 
than high quality.
Mr. Kaiser said that working with a public rela­
tions firm is the equivalent of your client working 
with you. You perform best when you have an 
informed client—a client that drives you. A public 
relations firm will do the same if you actively par­
ticipate. He also suggested that to get everyone in 
your firm to market, you have to take the time to 
show them how easy it is.
Regarding whether the benefits justify the cost, 
Mr. Larson said that every firm has to assess that for 
itself. He believes that management must plan for 
sufficient profitability to fund quality and excel­
lence. A well-managed practice usually produces 
profitability and quality.
Mr. Israeloff said that as a rule of thumb, two to 
three percent of revenue is often mentioned as the 
amount directed to public relations and marketing 
activities. For a firm with $300,000 in revenue, that 
would amount to $6,000 to $9,000. He said that 
there are public relations consulting and marketing 
firms that will work for a $500-a-month 
retainer. □
PCPS TEAM Meetings SET
Last year, the private companies practice sec­
tion established the PCPS TEAM. Standing for 
TEn At Most, TEAM is for firms with ten or 
fewer professionals. This year, the section has 
established the PCPS SET. Standing for Size: 
Eleven to Twenty, SET is for member firms 
with eleven to twenty professionals.
Last year, in response to requests, the PCPS 
sponsored a series of one-day regional TEAM 
meetings at which it provided seminar mate­
rials, moderators, and meals. The participat­
ing practitioners provided the real value—a 
sharing of ideas, experiences, and practical 
knowledge of what works and what doesn’t in 
operating their firms.
The three TEAM meetings were so successful 
that, this year, the seminars (each on a Monday 
from 8:00 a.m. to 4:40 p.m., and each near a 
major airport) will be held in eight different 
locations:
□ August 6 in Seattle, Washington.
□ September 10 in Dallas, Texas.
□ September 10 in Chicago, Illinois.
□ September 17 in Boston, Massachusetts.
□ September 17 in the Washington, D.C. 
area.
□ September 24 in Atlanta, Georgia.
□ November 12 in Denver, Colorado.
□ November 12 in Los Angeles, California.
The focus will be on three broad topics: how 
to run a profitable tax practice; personnel 
sources, salaries, training, and retention; and 
profitability through strategic decisions (this 
include fees, billing, collecting, marketing, 
niches, and more).
The first ever SET meeting will be held on 
September 24 in Dallas, Texas.
Registration fee (including coffee breaks and 
lunch) is $100. Recommended CPE credit is 
eight hours. For further details, contact the 
AICPA meetings department: (212) 575-6451.
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Highlights of Recent Pronouncements
FASB Statement of Financial 
Accounting Standards
No. 105 (March 1990), Disclosure of Information 
about Financial Instruments with Off-Balance-Sheet 
Risk and Financial Instruments with Concentrations 
of Credit Risk
□ Requires all entities to disclose information 
principally about financial instruments with 
off-balance-sheet risk of accounting loss.
□ Extends present disclosure practices of some 
entities for some financial instruments by 
requiring all entities to disclose the following 
information about financial instruments with 
off-balance-sheet risk of accounting loss:
1) The face, contract, or notional principal 
amount,
2) The nature and terms of the instruments and 
a discussion of their credit and market risk, 
cash requirements, and related accounting 
policies,
3) The accounting loss the entity would incur if 
any party to the financial instrument failed 
completely to perform according to the 
terms of the contract and the collateral or 
other security, if any, for the amount due 
proved to be of no value to the entity,
4) The entity’s policy for requiring collateral or 
other security on financial instruments it 
accepts and a description of collateral on 
instruments presently held.
□ Requires disclosure of information about sig­
nificant concentrations of credit risk from an 
individual counterparty or groups of counter­
parties for all financial instruments.
□ Effective for financial statements issued for 
fiscal years ending after June 15, 1990.
No. 104 (December 1989), Statement of Cash Flows— 
Net Reporting of Certain Cash Receipts and Cash Pay­
ments and Classification of Cash Flows from Hedging 
Transactions
□ Amends FASB Statement no. 95, Statement of 
Cash Flows, to permit cash flows resulting from 
futures, forward, options, or swap contracts 
accounted for as hedges of identifiable transac­
tions or events to be classified in the same cate­
gory as the cash flows from the items being 
hedged provided that accounting policy is dis­
closed; and permits banks, savings institu­
tions, and credit unions to report in a statement 
of cash flows certain net cash receipts and cash 
payments for:
1) Deposits placed with other financial institu­
tions and withdrawals of deposits,
2) Time deposits accepted and repayments of 
deposits, and
3) Loans made to customers and principal col­
lections of loans.
□ Effective for annual financial statements for 
fiscal years ending after June 15, 1990, with 
earlier application permitted.
No. 103 (December 1989), Accounting for Income 
Taxes—Deferral of the Effective Date of FASB State­
ment No. 96
□ Amends FASB Statement no. 96, Accounting for 
Income Taxes, to defer the effective date of that 
Statement to fiscal years beginning after 
December 15, 1991.
□ Supersedes FASB Statement no. 100, Account­
ing for Income Taxes—Deferral of the Effective 
Date of FASB Statement No. 96.
□ Effective upon issuance, retroactive to Decem­
ber 15, 1989.
Statements of the Governmental 
Accounting Standards Board
No. 13 (May 1990), Accounting for Operating Leases 
with Scheduled Rent Increases
□ Establishes standards of accounting and finan­
cial reporting by state and local governmental 
entities for operating leases with scheduled 
rent increases, regardless of the fund type used 
to report the lease transactions.
□ Requires governmental entities to account for 
operating leases with scheduled rent increases 
by using the terms of the lease contract when 
the pattern of the payment requirements is sys­
tematic and rational.
□ Effective for leases with terms beginning after 
June 30, 1990, unless otherwise stated. Retro­
active application for leases with terms begin­
ning before July 1, 1990 is permitted.
No. 12 (May 1990), Disclosure of Information on 
Postemployment Benefits Other Than Pension Bene­
fits by State and Local Governmental Employers
□ Establishes standards for disclosure of infor­
mation on postemployment benefits other than 
pension benefits (OPEB) by all state and local 
governmental employers, regardless of the 
fund type used to report the transactions.
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□ Requires the following disclosures to be made 
by all state and local governmental employers 
that provide postemployment benefits other 
than pension benefits:
1) A description of the benefits provided, 
employee groups covered, eligibility 
requirements, and the employer and partici­
pant obligations to contribute;
2) A description of the statutory, contractual, 
or other authority under which benefit 
provisions and obligations to contribute are 
established;
3) A description of the accounting and financ­
ing or funding policies followed for those 
benefits;
4) The expenditures/expenses for those bene­
fits recognized for the period and certain 
related data;
5) A description (and dollar effect, if measur­
able) of any significant matters that affect 
the comparability of the disclosures re­
quired by this Statement with those of the 
previous period; and
6) Any additional information that the 
employer believes will help users assess the 
nature and magnitude of the cost of the 
employer's commitment to provide the ben­
efits.
□ This Statement is an interim measure, pending 
completion of the GASB’s project on recogni­
tion and measurement of OPEB expen­
ditures/expenses and liabilities or assets.
□ Effective for fiscal years beginning after June 
15, 1990.
No. 11 (May 1990), Measurement Focus and Basis of 
Accounting—Governmental Fund Operating State­
ments
□ Establishes measurement focus and basis of 
accounting standards for governmental and 
expendable trust fund operating statements.
□ Establishes basic principles that are needed to 
develop the guidance in other projects, 
especially certain expenditure recognition and 
measurement standards that will be imple­
mented at the same time as this Statement.
□ Provides specific guidance for many govern­
mental fund transactions, primarily revenues.
□ Provides guidance for balance sheet reporting 
of general long-term capital debt—liabilities 
resulting from capital asset acquisitions or 
debt financing of certain nonrecurring projects 
or activities that have long-term economic ben­
efit.
□ Establishes basic definitions of general long­
term capital debt and operating debt.
□ Effective for financial statements for periods 
beginning after June 15, 1994.
Information for Members
Technical information
The primary responsibility of the eleven peo­
ple who staff the Institutes technical informa­
tion service is to answer members’ questions 
on technical matters. They receive some 48,000 
inquiries per year on accounting principles, 
financial statement presentation, auditing and 
reporting standards, and certain aspects of 
professional practice, excluding tax and legal 
matters. If you would like some assistance, we 
encourage you to call toll-free: United States, 
(800) 223-4158; New York State, (800) 
522-5430.
Library services
The AICPA library’s staff can offer assistance 
on a broad range of business topics. AICPA 
members anywhere in the U.S. may borrow 
from the library’s extensive collection. For 
assistance, just call these toll-free numbers: 
United States, (800) 223-4155; New York State, 
(800) 522-5434.
Please note that toll-free calls 
cannot be transferred to 
other Institute departments.
Total On-Line Tax and Accounting
Library (TOTAL)
NAARS accounting and financial data lib
Subscribers have access to different types of 
files in the Institute’s NAARS library. These are 
corporate and local governmental annual 
reports, including financial statements and 
notes, auditors’ opinions, and all current and 
superseded authoritative and semi-authori­
tative literature from the AICPA, FASB, GASB, 
and SEC. TOTAL subscribers can also access 
tax and other information. For further infor­
mation, just call Hal Clark: (212) 575-6393.
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The Changing Face of PCPS
In the opening presentation of the private com­
panies practice section (PCPS) conference, Robert 
L. Israeloff, chairman of the PCPS executive com­
mittee, described the sections transition from its 
preoccupation with establishing the rules of peer 
review during the first ten years, to its outspoken 
advocacy and leadership on behalf of all local 
accounting firms today. Mr. Israeloff said that the 
PCPS has devoted a lot of time to technical issues, 
and explained that the technical issues committee 
(TIC) is its formal liaison with the Financial 
Accounting Standards Board, Governmental 
Accounting Standards Board, and a variety of se­
nior AICPA committees including the Auditing 
Standards Board.
The TIC evaluates standards before they are 
issued and recommends revisions where necessary. 
Mr. Israeloff said that the TIC also alerts the AICPA 
rulemakers to needs among local practitioners for 
additional guidance in implementing or interpret­
ing existing standards. Since its inception in 1980, 
the TIC has issued well over 100 letters of comment 
and works from the standpoint of local practi­
tioners, with the objective, where possible, of reduc­
ing "standards overload.” (As part of its ongoing 
effort to reduce standards overload, the PCPS has 
begun a program to assist practitioners in applying 
non-GAAP financial statements—collectively 
known as Other Comprehensive Bases of Accounting 
(OCBOA). The prime advantage of OCBOA financials 
is simplicity, which translates into significant time 
and cost savings for certain privately held clients. 
(See the box at right for sources of information.)
In the last few years, the PCPS has moved further 
into the advocacy role established for it by AICPA 
council. Mr. Israeloff said that PCPS has gone to bat 
for local firms over the displacement issue—the sit­
uation when a local firm's successful client has gone 
public and the underwriters decide they need a 
national firms name on the audit opinion. PCPS has 
notified financial institutions that the size of a CPA 
firm does not matter, its quality does.
Yearend conformity and recruiting offer other 
examples of PCPS advocacy. Mr. Israeloff said that 
PCPS took steps to alert the AICPA Washington 
office that the Tax Reduction Act of 1986 created 
enormous work-flow problems, that section 444 is 
not a solution, and that firms need some relief. He 
added that the Institute is dedicated to trying to 
improve the situation.
Regarding recruiting, Mr. Israeloff mentioned 
that professors frequently push students toward 
major CPA firms—due, in part, to their funding of 
programs and scholarships and to their name recog-
OCBOA Fact Sheet
Guides
□ Other Comprehensive Bases of Accounting. 
"TIP” Series, no. 1. William Rea Lalli. 
(New York: American Institute of Cer­
tified Public Accountants), 1989. To order 
copies, call (800) 334-6961; in New York 
State, (800) 248-0445.
□ AICPA Financial Statement Manual. Sec­
tions 11,100-11,700. Updated quarterly. To 
order copies, call (212) 575-5515.
Articles
□ “Tax Basis Financial Statements—Poten­
tial for Saving." The CPA Journal. Douglas 
R. Carmichael and Akshay K. Talwar 
(December 1989), pp. 28-36. To order 
reprints, call Jack Wicks: (212) 973-8300.
□ “PCPS Technical Issues Committee 
Pushes OCBOA." The CPA Journal 
(October 1989), pp. 10-11. To order 
reprints, call Jack Wicks: (212) 973-8300.
□ “What’s So Special About Special 
Reports?” Journal of Accountancy. Jerry 
Serlin and Mimi Blanco-Best (October 
1989), pp. 60-74. To order reprints, write 
to Marie MacBryde: AICPA, 1211 Avenue 
of the Americas, New York, NY 
10036-8775.
Hotlines
□ AICPA Technical Hotline: (800) 223-4158; 
in New York State, (800) 522-5430. Call 
9:00 a.m.-4:45 p.m. Eastern Standard 
Time.
Additional Resources
□ AICPA Library (information available on 
accounting practices for various indus­
tries): (800) 223-4155; in New York State, 
(800) 522-5434.
nition. He said that PCPS recently sent a letter to 
over 800 universities across the country, telling 
them of the career opportunities at local firms.
Mr. Israeloff said that the PCPS sees itself as a 
nationwide association of local firms. He says that 
firms seek resources, bonding, and an interchange 
of ideas and services—all of which the PCPS can 
provide for the smallest firms. (See page 2 for 
upcoming meetings.) He says that PCPS is the local 
firms’ watchdog and ombudsman, and that if local 
firms band together they can influence the Institute. 
“The Institute will listen,” he concluded. □
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Ten Keys to Successful Computer 
Consulting
Although computer consulting is an easy business to 
enter, it is a difficult field in which to be successful. 
Most often, the reason for this is unfamiliarity with 
some aspects of computer consulting, such as 
engagement planning and pricing services. In addi­
tion, the field is ever changing because of hardware 
and software improvements and the need for clients 
to increase their productivity and profitability. This 
article looks at ten key aspects of successful com­
puter consulting.
Determine at the start the type of engagements 
you will not accept
One of the biggest traps for computer consultants is 
to become involved in every opportunity that comes 
along. In the early, heady days of microcomputers, 
when so much was happening, consultants could go 
from job to job. The situation has tightened now, 
however. You have to pick and choose your work so 
that you develop a profile for expertise in a given 
area, and not be known just as a generalist.
Screen your clients carefully
There are a lot of tire kickers out there who will 
waste your time. Learn the warning signs of a weak 
client. These include prospects who are unwilling to 
pay for demonstrations or needs surveys, first-time 
computer users who don’t know what they want, 
price shoppers who want the lowest price and don’t 
want (or don’t realize they need) service and sup­
port, and people who don't pay their bills. As an 
initial step, always check prospects’ credit ratings 
before accepting them as clients.
Keep a tight rein on the growth of your 
consulting business
Some consultants have been burned by adding staff 
too fast in response to demand. They find they can­
not maintain quality. Instead of a few satisfied cli­
ents, they wind up with unsatisfied ones and, 
perhaps, even lawsuits. Also, beware of placing too 
much faith in one office "superstar” who can gain 
control over much of the consulting function. There 
should always be another person who can take over 
a position.
Make a name for yourself
Write articles, speak at local CPA and consultant 
meetings, and become active in the special interest 
groups of the local computer club. Articles and pre­
sentations can have a major impact on firm or indi­
vidual name recognition, and on credibility with 
clients.
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Carve out some niches
If your client base is mostly in the medical field, for 
example, learn a couple of medical packages. You 
need to distinguish yourself from other consultants, 
so make sure you stay on top of at least one specialty 
industry. Strong areas include point of sale, man­
ufacturing, property management and con­
struction.
Turn your services into products
While services are billable by the hour, products are 
easier to sell and yield a higher profit margin. For 
example, a person who can demonstrate a software 
package may receive $X per hour. By comparison, 
needs analysis, consultation, follow-up demonstra­
tions, and specific recommendations can be sold as 
a single product for $500 or more.
Develop strategic liaisons with software retailers 
and/or vendors
Many software vendors offer certified consulting 
programs that offer demonstration copies of their 
software, and training in installation and support. 
These are attractive to consultants who like a given 
system and want to make a commitment to it.
Stay current with the industry
Developments in the microcomputer industry are so 
frequent that without spending a few hours a week 
reading appropriate material, attending trade 
shows, and taking courses at state CPA societies, you 
cannot hope to remain current. Allocate enough 
time to learn new software that could be useful to 
your clients. Some examples are financial planning, 
personal information managers, spreadsheets, and 
graphics programs.
Don’t overextend yourself into areas where you do 
not have expertise
It is always tempting to take on challenging work 
that requires new skills. This is fine, up to a point, 
but know where to draw the line. If you want to try 
new areas be prepared to absorb the cost of the 
learning time, and be frank with the client at the 
start about your experience with a particular pack­
age.
Learn good interviewing techniques
One indispensable skill is to be able to determine 
the client’s goals and aspirations through effective 
interviewing techniques. Few clients have the abil­
ity to really analyze and articulate their automation 
needs. If your interviewing skills are such that you 
can determine the client’s real goals and priorities, 
you will know whether this is a viable client or not.
Adopt a long-term perspective. Many people be­
lieve that consulting does not provide the annuity 
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that traditional accounting services do. If you have a 
long-term perspective, however, and a broad range 
of knowledge, you will be able to generate a stream 
of ideas that can result in profitable computer con­
sulting engagements.
The opportunities in computer consulting are 
unlimited for those who truly want to make a com­
mitment to this field. As with other endeavors, a 
well-thought-out plan and a commitment to the 
plan are essential for success. □
— by Sheldon Needle, Computer Training Services 
(CTS), 11708 Ibsen Drive, Rockville, Maryland 20852, 
tel. (800) 433-8015; in Maryland (301) 468-4800
Editor’s note: CTS publishes Guide to Profitable 
Microcomputer Consulting. Information on this 180- 
page guide can be obtained by calling the numbers 
listed above.
Reliance: The Best Marketing Technique
There are three typical types of clients that most of 
us have in our practices.
The first type depends on us, doesn’t make a large 
financial move without asking our opinion, respects 
us for our objectivity, and is happy to pay our fees 
because he or she is so satisfied with our services. 
This type of client is also our biggest source of refer­
rals.
The "no love/no hate" client uses our services 
because of government regulations, such as having 
to file an annual tax return, make payroll tax depos­
its, and prepare quarterly reports. This type of cli­
ent might let us plan for avoiding penalties or for 
paying as low a tax bill as possible if we catch him at 
the right time at yearend.
The "bailout" client doesn’t ask our advice, acts 
on his own even with large sums of money at stake, 
usually makes the wrong decision, and then wants 
us to fix the error. This type of client complains 
about our fees, even though an hour of our time 
might have saved him thousands of dollars.
Most firms are obviously interested in attracting 
clients who fit the first category. I know that much 
money is spent on marketing, today. Firms have 
hired marketing specialists and use various tech­
niques to increase the number of clients and fee 
revenue. I believe, however, that one of the best 
marketing techniques—one that will attract the 
desired type of client—is also one of the least expen­
sive. This technique is known as reliance—that is, 
getting clients to rely on you and the firm with 
which you are associated.
Reliance is not something that happens after one 
engagement or even within any specific time period. 
Rather, what it takes are common sense actions such 
as the following:
□ Treat all clients courteously.
□ Always take the time needed with each client. 
Make sure interviews are unrushed and unin­
terrupted.
□ Respond to phone messages quickly. Normally, 
this should be within two hours, and rarely 
more than a day.
□ Perform work on a timely basis.
□ Send reminders of due dates so that you can 
have time to properly perform the work.
□ Send appropriate messages if you read or hear 
about events that concern clients.
□ Be willing to give an opinion when requested. 
There is considerable difference between 
answers that require research and an opinion 
which clients need at a given moment. The 
ramifications and complexities of a response 
must be considered, but clients shouldn’t be 
made to feel that every word you utter must 
always be backed up by detailed research.
□ Don’t be afraid to prune your practice of unap­
preciative clients to whom you have to defend 
your fees, and on whom you spend too much 
nonchargeable time answering general com­
plaints. Your time is better spent on the first 
level of clients.
Fall MAP Conference
The second of this year's practice management 
conferences will be held on October 8-10 at the 
Fairmont Hotel in Chicago, Illinois. The pro­
gram will feature presentations, panel 
responses, small-group discussions, ques­
tion-and-answer periods, and an optional eve­
ning session.
Discussion topics include developing the 
partnership team, the benefits of team build­
ing, the keys to marketing your practice, plan­
ning a partner retreat, effective financial 
management, networking as a business 
development concept, managing the liability 
crisis, staffing realities, and the peak per­
former’s attitude.
The cost is $500, with CPE credit of up to 21 
hours in practice management instruction. For 
further information, contact the AICPA meet­
ings department, (212) 575-6451.
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□ Communicate with clients. Thank them for 
referrals. Don’t take clients for granted.
I believe that the above actions—the reliance 
technique—will not only result in more new clients 
than any other method, but will also result in the 
retention of more clients in the first category men­
tioned at the beginning of this article. What could be 
better than that! □
—by Lawrence Sanders, CPA, Davis, Yecny & 
McCulloch, P.C., P.O. Box 738, Florence, Oregon 97439
Questions on the New CPE Requirements
The AICPA CPE division has received a number of 
queries from practitioners concerning the new CPE 
requirements. Because the topic is of interest to all 
members in public practice, we will publish some of 
the questions and answers, from time to time. Here 
are a few.
Q. What are the new CPE requirements for mem­
bers in public practice?
A. Members in public practice will be required to 
complete 120 hours of CPE for each three-year 
reporting period—beginning with the 1990 calen­
dar year—with a minimum of 20 hours each year.
Q. Will compliance with the CPE requirements of a 
state board of accountancy or state society fulfill the 
AICPA CPE requirement?
A. Recognizing that states have different require­
ments, the AICPA established a special provision for 
members already complying with a state require­
ment. If a member in public practice complies with 
a state licensing or state society membership con­
tinuing education requirement that is for an average 
of forty hours per year or more, then the member 
can consider himself in compliance with the AICPA 
requirement, even if the state has a different report­
ing period. The member will still need to complete 
the minimum of twenty hours for each reporting 
period established by the AICPA.
Q. Will I need to send a detailed report of my com­
pleted continuing professional education to the 
AICPA?
A. No. Compliance with the CPE requirements 
should be reported by means of a checkmark on the 
annual dues statement. Detailed reporting won’t be 
required. The first compliance report—for the 1990 
calendar year—should be made on members’ dues 
statements in July 1991. The AICPA will use an audit 
process to monitor compliance. □
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